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Artur Rubinstein once phoned New 
York from Buenos Aires to have a Stein-
way piano flown down. The Steinway 
he had brought with him was tied up in 
the harbor by a shipping strike. The 
substitute Steinway would have to be 
flown 6,000 miles, but no other piano 
would do. 
That was just after World War II. 
Today Rubinstein would find a Stein-
way on hand almost anywhere he had 
an engagement, but before that time it 
was customary for concert pianists of 
major rank to travel not only with a 
Steinway but also with a "piano man." 
William Hupfer is a piano man ex-
traordinary employed for fifty years by 
Steinway & Sons, an H&S client served 
by our New York Office. He traveled 
with Sergei Rachmaninoff for thirteen 
years, regulating the piano's tone before 
each concert for variations so subtle the 
pianist himself claimed he couldn't de-
tect them. Then he stationed himself in 
the wings during the performance. 
"I was always standing there ready, 
for all those years," he once said, "and 
I never had a thing to do except listen. 
But my client could say to himself, 
'Now, if there's one thing I don't have 
to worry about, it's the piano.' " 
Today, aged 70, Mr. Hupfer does 
most of his regulating—or "voicing," as 
they say—in the basement of Steinway 
Hall on 57th Street in New York, sur-
rounded by dozens of concert grands 
from which artists may choose for their 
New York appearance. They prefer to 
pay around $150 cartage and service 
charge for a Steinway, although other 
manufacturers will let them use their 
pianos free in an effort to break their 
loyalty to Steinway pianos. Some pian-
ists run up annual charges of $5,000 or 
$6,000 for Steinway service of one sort 
or another. "It's fascinating to come 
across signatures of the Van Cliburns 
and Horowitzes on our confirmations," 
says Jim Begley, senior accountant in 
charge on the engagement. 
Karl A. Herrhammer, supervising 
partner, remembers that back in the 
Depression days many of the great pi-
anists were being carried on the books 
as Steinway tided them over hard times. 
He had first taken the engagement in 
1936 as a New York staff accountant 
while riding in the ring at the Squadron 
A Armory with his commanding officer, 
Major Frederick A. Vietor, whose 
mother was a Steinway. 
Steinway accounts for only four per 
cent of the pianos sold in this country, 
but its $12 million annual sales repre-
sent 12 per cent of the industry's total. 
In fact, however, the company doesn't 
consider itself in the same business with 
other piano manufacturers. 
"They are just volume people who 
know how to buy lumber and shave 
costs," says Henry Steinway, the presi-
dent, whose great grandfather began 
his musical career as a bugler at Water-
loo and made the first Steinway in the 
kitchen of his house in Seesen, a village 
in Germany's Harz mountains. 
The immense Steinway prestige is 
best understood when one realizes that 
almost all pianos used in concerts and 
recitals in this country are Stein ways. 
But that is not all. This American prod-
uct, which has its roots in European 
culture, has completely captured the 
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Partner Karl Herrhammer and staff accountant James Begley, right, consult with the Steinways, I. to r.: John, Henry and Theodore. 
leadership of the Old World market, 
displacing German-made pianos with 
Steinways made in the company's Ham-
burg factory. And Steinways are virtu-
ally without competition in Communist 
countries. In 1958, when the Steinway 
family persuaded Van Cliburn to enter 
the Tchaikovsky competition in Mos-
cow, he found seven Steinways there 
for the contestants. The Russian pianist, 
Emil Gilels, has bought two Steinways 
for his house in Moscow. 
Such is the magic of the Steinway 
name that the domestic sales force num-
bers only about a dozen, five of whom 
staff the only Steinway retail store in 
the United States, at Steinway Hall in 
New York. Otherwise, their pianos are 
sold by franchised dealers in 330 stores 
throughout the country. Some of these 
ties—as with M. Steinert & Sons, in Bos-
ton; Denton, Cottier & Daniels, in Buf-
falo; Lyon-Healy, in Chicago; Watkins 
Bros., in Hartford; and Sherman, Clay 
& Co., in San Francisco and the Pacific 
Northwest—go back a hundred years. 
What kind of company and what 
kind of people have immortalized this 
name and maintained this envied qual-
ity? The Steinway family has been in 
New York since Heinrich Engelhard 
Steinweg brought his five sons and 
three daughters over in 1850 to a land 
where they would be able to enjoy free-
dom and make pianos with the same 
meticulous care he had lavished on the 
first one in Seesen. The company he 
started three years later is still run by 
the Steinways, and the family still owns 
a majority of the capital stock. 
"The only other family I know of 
that has hung together and developed 
its business quite as we have is the 
Lazarus family of merchants in Ohio," 
says John Steinway, a younger brother, 
who is secretary and vice-president and 
also directs advertising and public re-
lations. 
Craftsmen from the Old World, many 
of them with sons following in their 
footsteps, hold some of the key posi-
tions among the 350 employees in the 
factory, and it is not unusual to hear 
them over coffee comparing notes on 
where they or their parents came from 
in the Old Country. 
It is their instinct for perfection that 
makes a Steinway different. It will drive 
them to spend seven hours of hand 
work on a job—filing hammer felts, for 
6 
^kJCmi^imm^ 
example—that another piano maker will 
knock off in 15 minutes with a machine. 
No pains are spared. It takes Steinway 
a year to make a grand piano, and when 
it is finished and all adjusted, one husky 
fellow comes with a special hammer 
and crashes it down on each key with 
all his strength. Any broken bits are 
fished out and replaced, and he bangs 
again until the piano withstands the 
test and holds its adjustment. 
"The people around here are one of 
the reasons this assignment is one of the 
best in the New York Office," says Jim 
Begley. "They are perfectionists, and 
you ought to see the work some of them 
do in their spare time. John Furlong, 
one of the purchasing agents, did a 
wood mosaic of The Last Supper." Jim 
himself has picked up enough tips to 
refinish a hard rock-maple dresser at 
home. 
Yet with all this loving care, there is 
little going on that escapes the cost sys-
tem. One evidence of cost conscious-
ness is the fact that Vincent Orlando, 
the assistant production manager, gives 
his personal attention to cost control 
and to keeping cost standards up to 
date. Like making the piano itself, the 
system is still largely operated by hand. 
"It's not that we're mad at machines," 
William W. Leonhardt, the treasurer, 
explains, "but we think it's more effi-
cient that way." Karl Herrhammer says 
that keeping track of the 12,000 parts 
that make a Steinway concert grand 
throughout the year it takes to complete 
one represents a challenge to costing 
methods not usually found in other 
manufacturing processes. 
Henry Steinway devotes much of his 
time to management techniques of this 
kind, and if he can be shown a better 
way of doing things, it is likely to be 
adopted, on one condition: that it not 
impair the quality of Steinway pianos. 
He recalls that when Haskins & Sells 
completed the company's first compre-
hensive audit in 1937, a number of 
ways to modernize came to light. 
"New staff men on the audit bring 
new ideas," he remarked recently, "and 
Begley's questions force us to take a 
fresh look at the way we do things. We 
hope his new assistant will do the 
same." (The new assistant is Phil Duva, 
and both he and Jim Begley grew up in 
the Steinway neighborhood in Astoria, 
in the New York City borough of 
Queens, where the factory is located. 
Phil has lived all his life at 2512 Stein-
way Street.) 
"It's not just the written suggestions 
we find valuable," Mr. Steinway con-
tinued. "There are people suggestions 
and other confidential ideas we get from 
Karl Herrhammer with his many years 
of experience with us and his outsider's 
view. And, of course, Karl not only 
speaks impeccable German but knows 
European accounting methods, which 
makes him invaluable for coordinating 
the accounting for our Hamburg oper-
ations with what we do here. As thor-
oughly German as they are over there, 
Karl is able to work successfully with 
them." 
Mr. Herrhammer gets to Hamburg 
every couple of years or so. One of his 
more complicated tasks was to unravel 
the tax problem that arose after the 
war, when the plant had been bombed 
out, the value of the German mark had 
become doubtful, and property values 
were difficult to determine. 
Steinway has faced interesting tax 
problems in this country, too. They 
have been handled by Paul Mestern, a 
partner recently transferred to the Ex-
ecutive Office, who, like Mr. Herrham-
mer, was born and raised in Germany. 
One problem involved the treatment of 
the gains from the sale of the com-
pany's old factory on Ditmars Avenue, 
also in Astoria. The matter developed 
Case maker fashions the basic structure. 
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Filing hammer felts sets the final tone. 
into a difficult negotiation, which was 
settled last year in Steinway's favor. 
Allowances for depreciation have also 
led to unusual tax problems. The com-
pany not only sells pianos but also rents 
them, and some are regularly recondi-
tioned. Once, during a luncheon discus-
sion, when old Theodore E. Steinway, 
Henry's father and the company's fourth 
president, had heard enough about pro-
viding reserves for depreciation on con-
cert grands, he said, "Not necessary. 
Three-legged Steinways never depreci-
ate, only two-legged ones do." 
When Henry Steinway took over in 
1955, the management's attention was 
shifted from Steinway Hall at 57th 
Street to the factory in Astoria. Except 
for liaison with artists and retail selling, 
all operations were moved from Stein-
way Hall to Astoria for closer coordina-
tion with the factory. The favorable 
operating results during the past 10 
years have proved the wisdom of that 
decision in 1955. For the past two years, 
annual net profits have exceeded the 
million-dollar mark. 
Looking at Steinway's $15 million 
assets on the 1966 balance sheet, one's 
eye is caught by the smallest and larg-
est items: goodwill at one dollar, and 
inventories at more than $6 million. 
More than half the inventory is in proc-
ess of becoming pianos. About a quar-
ter represents raw materials and sup-
plies, most of it stacked in the lumber 
yard as choice cuts of American walnut 
and Central American mahogany, Ver-
mont spruce, poplar from the Great 
Smokies, maple from Indiana, Wiscon-
sin and Canada, sugar pine from Idaho 
and Brazilian rosewood. The value of 
the wood pile would change radically 
if it had to be sold for less exalted pur-
poses. 
A recent Steinway innovation em-
ploys six layers of rock maple for the 
tuning pin block, not simply one piece 
on top of the other, but each layer's 
grain crisscrossed at 45 degrees from its 
neighbor's grain. This firmly grips the 
thread of the pins against slippage and 
explains why Steinways stay in tune 
longer and better. 
New techniques of this kind are 
tested by Theodore Steinway, the old-
est brother and head of engineering 
and research. One invention recently 
patented is the "Permafree" bushings 
replacing the old cloth bushings—eight 
in each key action. They are made of 
Teflon, whose waxy texture, as one can 
observe in a Teflon frying pan, seems to 
"lubricate" the action. Its resistance to 
weather change keeps Steinway per-
formance constant in all climates. 
Master piano tuners, teachers, and 
other technicians often call at the As-
toria factory to keep abreast of such 
new developments. One regular visitor 
is Dr. Robert Pace of Teachers College, 
Columbia University, a pioneer in the 
adventurous new dynamics of "group 
teaching," who is also Educational Di-
rector of the National Piano Founda-
tion. Henry Steinway is a trustee of the 
Foundation and group teaching is a 
consuming interest of his. For the mak-
ing of great pianos is more than a com-
pulsive creative urge with the Stein-
ways. It is a social responsibility, much 
as a concert in Buenos Aires is a social 
responsibility to a Rubinstein. They see 
Steinway pianos as President Roose-
velt saw them when he accepted the 
White House Steinway for the nation 
in 1938 and dedicated it to "the ad-
vancement of music in every city, town 
and hamlet in the country." 
These attitudes come to Jim Begley's 
mind as he looks out the window at the 
lumberyard from his desk in the Stein-
way office. What would the Brazilian 
rosewood be worth if the bottom 
dropped out of the piano market? May-
be Steinways aren't really part of the 
piano market at all and don't respond 
to the normal laws of economics as one 
would expect. He remembers Karl 
Herrhammer's saying that during the 
Depression, Steinway & Sons closed up 
shop for two years rather than make an 
inferior piano. When they reopened, 
the market was there waiting for them. 
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